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In 2009, State Tobacco Monopoly Administration lodged the basic guideline and 
strategic mission of “upper level of cigarette” and, taking “532” and “461” as industry 
brand development target, comprehensively promoted the change of the industry 
development mode. Facing new circumstance, there are not only strategic 
opportunities, but also unprecedented competition pressure faced by 
“SEPTWOLVES” cigarette brand. It is necessary for this brand to re-positioning, 
re-upgrading and re-developing. 
At the present time, the important mission for development of “SEPTWOLVES” 
brand is to change the low to middle end brand position, and to cultivate new products 
that can provide more profit for retailers and more value for consumers. Therefore, we 
propose to make new high end products with influence, premium and driving. 
First of all, the article analyzes brand position of “SEPTWOLVES” cigarette as 
viewed from theory and, through illustration of premise of brand position, basic 
principle and start point of brand position, and brand position strategies of the 
enterprises in different competition status, summarizes the cultural position of 
“SEPTWOLVES”(Tong Xian) brand. Secondly, combining with theoretical analysis 
of brand position, the article deeply examines the problem existing in development of 
“SEPTWOLVES” brand and comprehensively analyzes the position of target market, 
geographic market and competitive products combining with internal and external 
environment of brand development. Finally, combining with the current status of 
development of “SEPTWOLVES”(Tong Xian) brand, the article sets high end 
cigarette brand with influence, premium and driving as the development target for 
“SEPTWOLVES” (Tong Xian) brand and lodges market challenger strategy, 
differentiation strategy and brand value chain strategy for achieving the target. 
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草专卖局推出 99 个年度卷烟优等品牌；2003 年，国家烟草专卖局实施工商分离
的体制改革，带来了工商企业的整合和变化，逐步形成大市场，促成大品牌的产
生；同年底，国家烟草专卖局提出了发展“中式卷烟”品牌，为中国烟草打造强势
品牌阵营指明了方向。2004 年 8 月 23 日，国家烟草专卖局为了培育一批有竞争
能力、有规模的名优品牌，提高中国烟草整体竞争力，颁布出台了《卷烟产品百
牌号目录》。与此相对应的是，我国卷烟品牌 多的时候将近 2400 个；2000 年
全行业生产卷烟品牌数量是 1181 个；2003 年减少到 582 个；到 2004 年底，在
产卷烟品牌数量减至 292 个；2005 年减少到 220 个左右。 
2006 年，国家烟草专卖局出台《中国卷烟品牌发展纲要》，提出品牌发展目

























量规模 500 万箱以上品牌 2 个，300 万箱以上（300 万箱-500 万箱）品牌 3 个，
200 万箱以上（200 万箱-300 万箱）品牌 5 个；通过 5 年或更长一段时间培育出
年批发销售收入（以下简称销售收入）400 亿元以上（400 亿元-600 亿元）品牌
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